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ABSTRACT ^ / \ 

When a maior national news magazine -decided to 
advertise on television to increase circulation, market researchers 
had tof design research procedures tha> would assess the' effectiveness 
of various advertising options. The system was designed around the 
toll-free "telephone number given in the advertisement,- with the 
receiving operator recording the ' time of day Vhe or di^r was received; * 
and where the customer had seen the subscription off^r, A second data 
base contained time of day, program environment, and whether the 
program was local, syndicated, or network* The original application 
of the system considered the variables of preative execution of the 
commercial, the length of the subscription terc, a bonus gift; for 
incentive, and the effectiveness of o'ther p^omotibnal efforts.^The 
analysis of a ten-week campaign showed , that the late morning to prime 
Ttinre period was the best daytime adver^iising period, and sportis 
programs and movies were the best a^vextisihg environments. The 
smaller though less expensive markets -were not cost effective^ as 
were the larger initially more costly/ ones,! The strategy indicated by 
-the system, a fast-paced, hard-hittin/ig commercial for the longer- 
subscription period, was the one adopt^ed by the magazine fdr '^its 
campaign. (HTH) 
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Market RssseaxtA and Magazine Circulation Proiotion: 

A Case Sjbody / 

Badcground and Brtailem 

TtdB is not so much a zeseardi paper as a pap«tr dbout research. 
In order for text's majcar itagaziiies iao survive and thrive in an 
inoreasitigiy ooniJetitive envirorareait, it is essential that the 
hwsiness of the nagazine — that is, circulation and generation l>f 
advertising revenue — be carried out witii all the tools ard 
sophistication of itDdem narketing. One of -the most inportant of 
these tools is neirket research and this paper is a case stu*kr of 
one scneuhat ixnigue plication of jresearch to the marketing of 
magazine subscriptions. OSxus, to tix)se vdho teach magazine managenent 
this rgjort may at least have pedagogical value. 

Althou^ I t e ac h mass comnunication-related courses, the 
project to be described grows out of consulting \«Qrk Z dp with a 
Chicago-based market research firm, ©le client, whose ^ecific. 
identity must re^nain ocanfidentlal # is one of the most 
circulated nagazines in the United Staites. 

TSne vbzk was done a f&i years ago lAen the nagazine decided 
to nove heavily into television advertising to promote new^ 
subscription sales. Since the oost-per-subscription for 
each net^ subscription is a critical figure jji determining overall 
profitability, there it^ceclear concerns about the cost effectiveness 
of using television promotion. Olhe problem we were presented vath. 



In order to provide all the capabilities desired,, the , 
fulfillment service>sv data base 'had to be supplemented with a 
second data base. The,. magazine.' s advertising agency placed the 
television commercial in^ local spot time through station - 
representatives, often making block purchases at the lowest rates 
In one, or two, y/eeks after spots .a?un', the rep returns 'report Sy^o 
the agency showing the times the spot was seen. We /coordinated 
this time-and-date information with each station? s program 
schedule and entered all this as our second comTDuter. data base, 
along with the dollar cost fdr each spot run, (prorated, in the 
case of block purchases), 

The purpose of this second data base should be obvious. 
Since we know from the fulfillment data base v/hen.the subscriptioi 
order was received, and usually which television channel, if -an,y, 
•was the source of. information about the subscription offer,- most- 
sales ^san be 'tagged ' to a specif ic run of a specific spot on; a 
specific channel. Let me not mislead you: thi>s is by no meVns " 
a perfect match in re.ality . However, ejcperience indicates, ths^ 
most people who are going to respond to a television commercial ba . 
calling an 800-number, do so within about 15 minutes of seeing "tje ' 
commercial. In our analysis, we were a little more liberal, and 
tagged a sale to a spot if it ran on the appropriate station witli^f^ 
one hour prior , to the subscription .Vail in. Clearly ,-s some people 
write down the. number axtd call at a latei , more convenient time ; 
these sales will lusually not be tagged to a particular spot, or 
more rarely, may be tagged, to the incorrect spot. 



then was to design research procedures which could be used as a 
manaeement .tool in assessing the effectiveness of television 
/ advertising for generating new subscriptions. 

The solution We created . involved the integration of tv;b 
computer data bases and permitted the examination of two kinds 
of problems: 

- 1) the selection, through market testing, of alternative 
creative and/or pro.iii0%iohal strategies; and 
2) the identification of the most cost efficient 
media-buying choices. 

How It Worked ' 

. • The system which v/as .designed- relied on the basic call-to- 
action device which the magazine planned to use in all of its * 
television commercials — that is, the familiar inward-WATS 
telephone , numb er^ that the interested consumer could call in 
order to place"' 8l subscription order. At* the other end of the 
lirie, an operator took the order and entered it directly on an 
interactive computer terminal. The operator also, tried to inters 

the consumer in a longer-term subscription than* was being "proraotaJ 

• ■ " ' ■ III '[ ' ' ' 

In addition , to entering the basic subscription data, the opei^ato. 

inquired as to v?here the consumer had seen the subscription offe 

and the system sutomatically recorded the time-of-day the order 

was received. 

'11, . . . - • . • , 



Sales that axe not tagged can be distzibuted amcng the available 
apoits In^ptoinrtlon to the tagged sales. Bi our initial trials, 
WB fiound W3 were able to tag anywhere fircm 20%, td'a£out^70% 4f 
sales; subsequent iiqpioyenents oould inqreese-thatrsusoess rate 
to a^t 60% to 85%. Again/ the system is riot perfect, but it 
provides far noore infobatlon about the perfor na nce of televisijcn 
ocxniendals than most fiellers can gather. ^ 

Bjr virtue of tills taggi^ 
a table similar to the model shoMi in Figure I. The tsftjle wLU 
show tile nunifcar of tines a ^x)t was run, the nunter of subscriptions 
ge^ierated hy those spots (subscription volune) , the dollar volune 
that those subscripticns represent, the doliar^^s* invest 
acquire each dollar of tiiis new subscriptian business. All of ' 
the^ figures are hcdken doun by: 

1) the daypazrt durdb:^ ichich the spots were run;_J±na-of- 
day. is esqpcessed in local viewing 

and prime tine is defined differenljLy for different time 
acnes and far Sunday versus other days of the Meek; 

2) the program environment during whicii the ^xsts were 
run; and 

3) the source of the program naterial — >*hether local, 
syndicated, or netHork. 

Clearly, all of this is designed to help a media buyer determine 
v*uch times of day and types of proyiajnj are the most cost efficient. 
Furthermore, tables of th^ sort shorn in Figure I can be generated 



for any csdander period and for any selectioi of narkets. Moro on 
this in a sonent. ^ 

A aeoond na jor type of table tiielg ywlau gbJia Sates is ^kmi 
in Figure U. Ob generate this table, tte manager specifies a 
criterion value, yltddti is the hi^sl. dollar amount that the 
magazine can afford to invest to acquire a xioi Adbscription^ Hie 
tagged sales data allo^ a oosb-per'-subscripticn figure to be 
generated for each spot run on a statUnn. By oqapaxing this vdth 
the criterion vaJir^^ the nunber of pcofitahle and unprofitable 
' runs can be determined. The table shows tiiese two nunfaers for 
eadi station. It also reports the total dollars spent buying tiire 
^fxcxa the station and the total dollar volume rf business generated 
by that time purchase, so that station performanoe can be examined 
in terms of overall return on ixtvestment. Clearly, the information 
,in this table is designed to help the media buyer determine %ftiich 
particular statip^ are pet f o r ming best, in order to maidniase the 
efficiency of the buy. Again, tiiis table can be repeated for f^' 
various calander perijods and for various srfbections of maxtets or 
stations, to ooincide witii the base for tsshles of tie ^zst kind. 

In essence, that is the model for this system. Obviously, 
tMs.oould.be ^filled to any situatich whaee televisicph advertising 
is cxnijined with inMard-WA3S service. But the unique nature of 
the subscription fulfillment service inakes tMs/parHcnilarly easy 
to aooonplish for naxiy large magazines; and further, the unusually 



natXQif Fcof it nargixi In \idjA magazine au^ncription operate 
medoes thB system of special eooncndc inportanoe to the nezketixig 
of magazines. j 
An applioaticn ^ 

Ta illustcate hor tiie sya/ben aids mecUa buying and the 
^electian of pcaiDticx»l strategy, z would like to fcciefly describe 
the original afplicatian for our client mogazin^^and give a hint 
of SQRe of the results. Again, ths pvoprietary i^tute of the data 
ixohibits txx> inodi detail. 

Uhe initial need that our client faced vas to select the 
ir>B s 1hl e agajDach topconoting subacripticns from a secies ictf 
pce^ieteziQlned poss^ there i«:e four basic var^^ 

that were <^ conoetn: 

1} Cceative oxecutlort of the oocmexcial* For the nain 
body of the CGnnerciaL, tub different creative 
strategies bed been pcoduQed — • one a very y pHjenpo, 
hard-hitting agpproadi; the other sore relaaoad' and 
earthy. 

2) ajbscripticn teem to be offered. The client iradered \ 
if m on-air of fier of a shorter tc»n wLth its / ' 
oonoonndtant lower price would outrpuU a longer term / 
offer. In either case, the actual per-cc^ prioe 

would resoin tf» sane. ■/ 

3) Whicfa inosntive to use. The client {dianned t0/6ffer 



a pretdum item as a "free gift" to thoi responding 

^ ^ferent pteraium itene, of about 
the same cost, were being considered, and the client 
wanted to know which was more liJcely to be the best 
incentive. oSie cXient was also interested to kno&r 
if the presence of an incrative would maJce a 
* substantial difference in response rate. 

I 

4) Othermedia. 3he client wished to Jaiow whether the 

■ ' - . ■ ■ • i .. / ■ 

presence of other pronotional efforts would inprove 

■.'/■■ 
the effactiveness of the television cwtpdStjn,! In 

particular, direct mail was considered for use as a 

stRJortive Vehicle. ? 
All possible oonliixiations of the various elanents for aU 
four of tliese variables would yield an "experimental" ^design of 
24 cells. This was clearly ijipractical, e^ydally since it was 
also desired to include geogr^jhic diversity within each of tile 
"cells," or panels of test maricets. 1a total of eight such panels 
were settled on: four of tiiese would receive creative execution 
A, and four would, receive creativs B; , four would receive the short 
term offer, four vtcald hear the. Ibng-'beann offer; three would be 
offered premiaa #1, three would be offered premium #2/ and two 
vpuld be offered no prendair.; finaUy, direct maU si?5)ort would 
be placed into the markets on two of the panels, while the other 
markets vrould be kqot as unoontaminated as possible. 



As has been ncntioned, oach panel was set \sp vdth sc^_ 
gExp^aiMc diversity^ eight panels Ijicluaed 

fcur or ^ve^ azid in each itaxtet ofie or tm television 

stations \9&:e dx>sen far the test flic^ts of spots. In all, 37 
cities and 47 stations involved in ^ the test. OS^e ^ts 
were assenbled to create the various required versions and then 
distributed to the e^spropriate stcitions. OSie canpaign was 
scheduled to run for a. four week test, but due to stag9ered starts 
for the various panels, the subscription fiilf illnent data covered 
a period of se^)en weeks Ixstal. » Asc>an indication of the scope of 
the test, in one tjfpical/yeek of^;^ i^^serinent, spots were run^a 
total of 1,862 tines and tel^hone sales in l!lie test markets that 
week hit 22,920 subscriptions* 

At the end of seven weeks (cor, mcxne accurately 10 waelcs, since 
the station inf orftatiai had to be included) , we conputed one 
table of the form shown in Figure I for each of the eight market 
panels for each xoaek of the tsest auid an additional table vMch 
sunmarii^ the full run of , the can^iaign in that panel* We also 
Gcnputed tahle^ of thevfQ£»rshown in Figure il foe ea& station 
in each test panel in each tH^eek of the test, and a similar set 
of tables for the end-<>f-cazipaign surnn^ 

A great deal of informtioti «hi^ 

• . ■ • ■ . ■ ■ ■ 1 ■ \ ' . ■ • . 

buyer was gained fron these tests. For ex^rple^, spots run fxata 
late noming to the start of prime time! tended to oub-perform 



s^iots'^in other da^poxts by sidsetantial. margins. The iippeal ot* 

tfaa client's nagazine may be skewed slic^rtly txMazd males, iMit 

the tests indicate tliat television vdt^ inword-NAas iroy be a 

particularly effective way to attr^ the nale subscriber; this 

assertion is based on the fact that qp ort s p roy a ni n ing was 

consistently the xiost productive environi?ent for our spots. 

Other good envizxnncnte tended to be jiDvieSr general entertainnent 

progr^, and (surprisingly) cartoops and kids progfrankn^ 

Althau^ the client'^ nagazix^e \jLfi^ infboiational in natmie, spots 

placed in infornatioBl progranmin? did not perfop pairticularly 

" . ... 
well^' These were a fdhr o£ the more saliait fiijtdin^^ -hhich tended 

to be consistent across all test narket panels 



there were oth^ 



results that were clearly idiosiyncratic to pat ^1 ctiI ar creative and 
prcnotioiial : strategies* 



When looking at iiidiyidual statun performanoes, it becane 
fairly clear that spots run on stations in nBrxets below about 

the 30th madcet toided not to produce eriou^ revenue to justify 

■ •• '■ ■ ■ * \ ■■ ' \ ■ . - ^ ■ 

their cost, despite the lower tine charges in these smaller 

harkets. Vhile the cdient did\ not conpletely eliminate tiiese 

narkets in later time buyinig^ tliey >«re sid^stantially de-erphasized. 



\ ■ 



It was also clear that-sone stat 



in larger markets returned ^ 



handsome results and others barely paid for their Investment. Again, 



later time buying decisions were 
OR^ing use^of the analysis 
tuning of station selection. It 



Luenoed by the^^ fcr±s, and 

, v0ould allow continuous fine 

* ■ • ' ' - '. ■ 

evident that perying hi^lhier 



zatea on sGne staticns in ozdei^ to b^/ 'part^JC^ilab^ tino slpts 
wuld 'be justified, while buying other ! statibis at block ruiv:o£-' 
/the-alr rates viould be irozci ooot efficient. Finally; the use of 
'direct linail as a sqpExxrtive ^"S^^^^cl^ ima o v e d .the per f boMnge of 
/ a test panel, but pocobahLy hot enou^ to ju^Kdfy its added cost. 

' ' • . • ' ■ * ■ , ' ' ^ 

Sq nuch for the assistance in ircaia IxQ^iiig vAiich ttds system 
provides ths nozketing managers of /the client agaieine ^ What 

atxnxt the assistance in selectixKt /a creativie and pEOibticpal 

■ ■•• \ ■ ' j / ). • ' ■ ■ V- 

strategy? Fortunately, there iMras ' liof contest here! Regardless 



of all the otiter variations I^ve^ust been discussing, two of tiie 
eigjht panels clearly outrperfbnned ti^ <>t^t)<F^* ^ ^^^^ those 
panels, potential siobscribers saw Cteative E$becuticn A with a 
langer-term subscription offer land incentive'prcmLum #2. As a 
result, that was, the strategy the client adcpfaod \%dhen the cahpaign 
went national, and that las the strataeg^ the iiagazine stayed 

for over two and a, half, years, running several twor and « 
tliciee-^*Bdc, flints per year. 

QAiere can be little doidbt that the aggressive use of 
television canpaigning ooii>led vdth theNXiarloet researdi and 
analysis system described here cdlowed this magazine to add 
hundreds of thousands^ new subscribers 4n a well-mnitored 
environment «Mch assured that the subeckibers were adcled cit very 
low cost* It itay be gratuitous to mention this, but we often 
forget: magazines are consisner products and the wise hsiness 
manager of a magazine will enf^oy all 1±e approp r i ate methods 
of nodetn nazketing — ihclirling maodcet 
the rsigazine's circulattion. Ohe present case st^y is nacely 
one iUtistzsitian of the potential siiooess . this 



Figure I - 



- Format for table analyzing subscription 
sales recexved by telephone in response 
to television commercials presented in 
varying pn-air settings. 



All telephone sales 
Sales not tagged 
Sales tagged 

- *By Daypart 
6-7:59 AM 
8-9:59 AM 
^ 10-12:59 PM 
1-3:59 PM 
■^-Prime 
Prime 

Post Prime-.5:59 A 

' *By Environment, Format 
News/PA 
< Games/Quiz 
Talk/Variety 
Movies 

Gen. Entertainment 
Sports 

Cartoon/Kids. ' 
Nature 
' Farm. 

" Misc, Un]cnov;n , '\ 

\, 

*Source 
Local 

Syndicated 
Netivork . 



# of spot 
runs 

77 



sub. 
vol. 

2258 



'^ost cost Der 

per suh }^ volume jj volume 

8.95 40583.92 .498 



100.00 



\ 



47 



5-371 



105.85 5.668 



863.89 



.628 



(Model displays three represe^itative r^s^oil" figures from 
the test. In practice, all rows afe completed ) 



of 



0 V • 

individual broadcasting stations. 



Pieure II - Porn^at^f or table analyzing perf orniance of 



■ . . y " Return on Inveatment 

station * * * ■ ^otal/ 

__ iuub__/ "^"s able runs CharKes $ Volu'me 

,' * " - 7 — ~ • 

City X, Ch 5 /14 ' o ,- - 

; / , 5. , 2020.00 7175.89 



City Y, Ch 2 . 



etc. 



litf} '^ifPl^S'One representative row of fifrures fn-r n-n^ 
station, du^.ing^o4e, week of the promotion teS j : 



